Whilst theories of business internationalisation assert that foreignness poses challenges to multinational companies' subsidiaries operating abroad, historical study of Hilton International's expansion in the 1960s suggests otherwise.
INTRODUCTION
literature. The article concludes by offering suggestions as to possible ways of moving the debate about foreignness of multinational companies forward.
THEORETICAL UNDERPINNING
This research studies the concept of foreignness of a multinational company multiplyembedded in the contexts of its parent firm and the host country in which it operates. Such focus makes it imperative that two key theoretical paradigms are adopted in this research, namely institutionalism and the resource-based view of the firm. Applying institutionalism in discussion on the contexts in which Hilton is set gives this study a wide range of tools in analysing various factors affecting the company. The resource-based view, on the other hand, focuses on resources and on a company's ability to manage these. It asserts that the competitive advantage of a firm lies primarily in the application of tangible or intangible resources at the firm's disposal (Penrose 1959) . Such resources range from tangibles such as capital and raw materials to intangible assets including expertise or innovative culture. The concept of institutionalism emphasises the relationship between organisations and their environments (DiMaggio and Powell 1991) and demonstrates clear linkage with the resourcebased view of the firm (Dunning and Lundan 2008) . Dunning and Lundan's (2008) OLI paradigm was found to be the most accurate when describing Hilton's resources, hence the terms of ownership, localisation and internalisation advantages used in the subsequent sections. The concepts of institutionalism and resource-based view serve as umbrella paradigms underpinning this study. However, following Dunning and Lundan (2008) , they are not treated as rigid concepts but are used as guidance as to how to look at a company. Dunning and Lundan (2008: 120) highlight that the OLI paradigm should not serve as a theory of MNC, but that it is merely helpful to 'explain the cross-border value-added activities of firms at an aggregate level'. This is how it is treated in this article.
The discussion so far has been based on the assumption that when a foreign company enters a new market it is faced with various challenges to address. These challenges include institutional and cultural differences between the home and host countries and consequently differences between company's knowledge and practices and local expectations. This suggests that foreignness of a subsidiary in the host environment constitutes a liability and can be considered an obstacle in the negotiation of this company's legitimacy. Joardar et al. (2014) call for the consideration of an opposite perspective, namely that the foreignness of a subsidiary might actually constitute an asset. This notion can be particularly applicable to MNCs who have wide experience of operating in foreign environments because 'more internationalized firms may have greater resources and an ability to spread risks and developmental opportunities' (Joardar et al. 2014 (Joardar et al. : 1020 . It is argued that knowledge gained in foreign environments increases MNC's ability to turn the liability of foreignness into an asset:
'Assets are likely to exceed liabilities for foreign entities that have developed capabilities of dealing with foreign environments and are better able to leverage their distinct strategic competences abroad, whereas the difficulties of being foreign may be insurmountable for entities that lack such capabilities and are unprepared or unfamiliar with the host country'. (Joardar et al. 2014 (Joardar et al. : 1020 This means that MNCs accumulate a specific kind of knowledge by operating in a variety of foreign environments, and that this knowledge refers to skills necessary for the negotiation of legitimacy in foreign contexts. The more experience an MNC has in operating in foreign environments and negotiating legitimacy in them, the easier this process becomes.
Foreignness can also be seen as an asset when one considers that companies should achieve the state of 'optimal distinctiveness' (Alvarez et al. 2005) . Companies should adapt enough to be accepted by the local environment but at the same time should be different enough to develop comparative and competitive advantage. The foreignness of a company can potentially be what makes it more attractive when compared with the local businesses. It is also the element which has the potential to bring differences and developments into the organisational field. Furthermore, without innovativeness and foreignness of incoming companies, the local organisational field would have limited capability of developing and progressing.
There is limited literature exploring the notion that foreignness of a company might constitute an asset when it opens in a new environment. Previous literature suggests that MNCs build their advantages through learning processes in terms of gaining experience on how to enter and operate in foreign contexts. Arguably, by dealing with foreign institutions companies, just like people, learn how to adjust to unknown situations and negotiate challenges resulting from these foreign institutional settings. However, the idea that foreignness can be used as a differentiator against local companies is not previously explored. This refers to foreignness as an image which is often communicated across borders before the company actually enters the foreign market. Communication of such an image is often subject to word of mouth and the influence of the media which emphasises the role of globalisation in the process. Such understanding of foreignness could be related to country of origin effect which refers to 'the influence on a buyer considering a product or service from another country due to the stereotyping of that country and its outputs ' (Suh et al. 2015) . Such stereotyping effect could equally have positive or negative impact, depending on the economic and cultural image of country of origin (Verlegh and Steenkamp 1999) as well as individual's general affinity towards that country (Oberecker et al. 1999 ). Suh's et al. (2015 Suh's et al. ( : 2728 research found that 'adoption of another country's culture enhances general attitudes towards the country, its companies and its products' which might have played a role in London of the 1960s. This paper focuses on the foreignness concept seen as a differentiator. It explores the role of ownership advantages in the negotiation of legitimacy of Hilton's London subsidiary. By doing so, it conceptually links the theories of foreignness and legitimacy in the wider context of the early internationalisation of this multinational company.
The next section describes the methodological principles that guided this study.
METHOD
This research focuses on a single case study of the London Hilton embedded in the external context of 1960s London. It addresses the recent discourse about methodology in business history in that it explores issues concerned with globalisation and entrepreneurship (Hansen 2012 , Jones et al. 2012 which are not commonly discussed by business historians.
The main source of information for an historical study is secondary material because the researcher rarely has a chance to collect contemporary primary data (i.e. speak to people or observe the studied events). The authors of this paper considered using oral histories to gain more complete understanding of the early operations of the London Hilton, however, this proved extremely challenging due to the time which has passed since 1963. The authors had an opportunity of speaking to one of the former employees, but did not gain data insightful enough to include in this study. Contacting former employees and recording their oral histories would be a fascinating research project, however, it is beyond the scope of this paper. In the absence of primary data historians often use a wide range of material not commonly adopted for research. Cleave (2014: 314) for instance, bases his research mainly on archival postcards by arguing that historians should use all types of evidence at their disposal if they are to 'get the feel of life from the past'. Using a variety of sources and not restricting oneself to written accounts, helps in appreciating the case in its specific historical context. This is the approach taken in this research where newspaper clippings, menus, letters and organisational notes are used alongside books and journal articles. The wide selection of material used is reflected by referencing system adopted in this paper. All published material is referenced using Harvard style, but material sourced through archival research is referenced in footnotes for clarity and transparency.
Yin (2014) asserts that the case study method is a powerful tool when a researcher tries to understand a real-life phenomenon together with the context which is pertinent to this phenomenon. Stake (2005: 444) argues that for the qualitative research community a 'case study concentrates on experiential knowledge of the case and close attention to the influence of its social, political, and other contexts'. An historical case study used in this way, therefore, expands the researcher's knowledge of the whole historical context and not the case in isolation, which is essential in business history research (Colli 2012) . In other words, the development of Hilton in the 1960s cannot be analysed from today's perspective but it should be embedded in the given time period and the socio-economic setting of that era. This research is based on an embedded case study of the London Hilton hotel, representing theoretical concepts concerned with the foreignness of a multinational company. As argued by Yin (2014) it is the main purpose of a case study to represent an abstract concept, rather than be the focus of the study itself. This case is embedded in a range of contexts, including the context of Hilton Hotels Corporation as the parent company and the socio-cultural context of London in the 1960s. These contexts constitute an integral part of the case study and require extensive data collection and analysis. (2012) were used. It would be beyond the scope of this study to discuss in detail the economic, social, political and cultural situation of these two countries and therefore focus was placed on their mutual relationships and influences.
Having gathered data on the external context, focus shifted towards Hilton Hotels as the parent company and the London Hilton as its subsidiary. A total of over 500 pages of letters, brochures, memorandums and reports was collected and analysed.
Data collection did not proceed in a strictly linear way, but it often took an opportunistic character and additional sources were found throughout the course of the research. This process highlights the very nature of business history or any archival research which often cannot be entirely planned for. In this kind of process the researchers needs to be flexible and prepared to change the course of their work when new pieces of information emerge, or where similarly no data is available. To the authors' best knowledge, data on the development and opening of the London Hilton in 1963 has been exhausted but this in no way negates the fact that further material might exist in sources outside their knowledge.
Once data was collected it had to be categorised and analysed. This refers to both newspaper articles and internal documents from the archives, however, newspaper articles were grouped in themes whilst collected. OneNote and NVivo 10 software were used to assist in grouping and categorising data. It should be stressed that data ranged from accounts of Conrad Hilton and his career to the public response to the development of the London Hilton. Case study scholars (such as Bryman and Burgess 2002 , Hartley 2004 and Yin 2014 highlight that in this method, data collection and analysis are simultaneous and iterative. In other words, through the process of writing up of the case study data is automatically analysed. In these two stages of the case study construction and analysis, three kinds of codes were applied.
This follows the approach suggested by Miles and Huberman (1994) who advocate the use of descriptive, interpretive and pattern codes for data analysis. First, in order to construct the case study, all the material was reviewed and descriptive themes were identified. Descriptive codes referred to factual elements of the case study, i.e. 'local adjustments'. The second stage of coding (interpretive codes) is where this research benefits most from the literature review.
The interpretive codes were applied to the case study being now treated as a narrative and were used to drive the discussion of findings. They included terms such as 'foreignness' and 'legitimacy'. The final stage, pattern coding, was applied simultaneously with the writing up process of the discussion. Pattern codes, including 'the role of foreignness in negotiation of legitimacy' and 'knowledge transference in the process of internationalisation' allow for finding relationships between the individual elements and discussing them in the most effective way.
Qualitative research and historical research in particular, are often criticized for the alleged lack of methodological rigour (Jones et al. 2012) . Qualitative researchers, however, respond by highlighting that their method is underpinned by distinctly different philosophical assumptions than its quantitative counterpart and, as such, cannot be directly compared (Denzin and Lincoln 2011; Crotty 1998; Sarantankos 2005) . Sarantankos (2005) adds that qualitative research is simply what quantitative research is not. As such, there is no reason to seek relationships between these two distinctly different methods. Altheide and Johnson (2011) stress that the excellence of qualitative research can be determined by the level of transparency which in this study is ensured by meticulous explanation of methods of data collection, analysis and presentation. Particular value is attributed to rich description, a procedure which refers to detailed descriptions aiming to transport the reader into the specific case study setting (Denzin 1989; Creswell and Miller 2000) . For this reason the reader of this paper will find in-depth description of the case study together with its wide historical context. Moreover, this description is supported with a range of pictures whose aim is to create as vivid an image of the discussed company and its historical setting as possible.
The following section focuses on this rich description of findings of the archival research. It is presented as a narrative which constitutes the core of the case study. As a consequence of the embeddedness of the case, it discusses findings on both the London Hilton and the surrounding context of the 'swinging sixties' London.
RESULTS
This section, revealing the results of archival research, is divided into two key parts. First, it looks at the London Hilton in its early days in London. Reference is often made to Hilton Hotels as the parent company and to Conrad Hilton, the founder and key figure driving All international Hilton hotels were designed in a similar way, despite the claims that the buildings aimed to reflect the local cultures. Hilton always attempted to include local design, decoration and materials, while at the same time providing the comfort of a modern American hotel with the most 'up to date' facilities. For example, in Istanbul traditionally designed carpets and other decorations were used to convey the feel of the Orient. In the case of London, the two stand-alone bars, The London Tavern and St. George's Bar, were designed to add to the local feel of London. The latter was to resemble a traditional Victorian pub, whereas the London Tavern drew inspiration from the old architecture of the City of It appears that the local adjustments, despite Hilton's claims to echo local cultures, were somewhat superficial and did not play any significant role in the overall feel of the international hotels. As a result, both customers and the press felt that Hiltons around the world were highly standardised and that one could not tell which city one was in Such standardised approach, also adopted in London, was a direct result of Conrad Hilton's vision. Conrad began his career of a hotelier from buying hotel properties when they were not profitable and turning them into prosperous businesses. He quickly developed his pioneering strategy of 'Mini Max' -minimising cost and maximising service to customers (Hilton 1957) which involved limiting the area occupied by lobbies and lounges and adding additional bedrooms, dining rooms, bars and retail outlets 11 instead. He also placed particular trust in 'It was the beginning of a dream to manage and build hotels in other countries. There is an old and impressively wise saying in geo-politics: If business does not cross frontiers armies will. I hold with the most sincere conviction that hotels are the best insurance of good neighbourliness and warm international relations'. (Comfort 1964: 99) He wanted Hilton hotels around the world to be seen as a haven of democracy and freedom, just as America was portrayed at the time on the international political scene (Leach 1993).
Conrad stated:
'Each of our hotels is a 'little America', not as a symbol of bristling power, but as a friendly centre where men of many nations and of good will may speak the language of peace'. (Hilton 1957: 265) Considering these and other statements by him, Nickson (1997: 186) Considering such daring aims, it is hardly surprising that Hilton's hotels around the world were to be standardised. They were supposed to convey a consistent image and provide familiar, American -style comfort in faraway locations. The fact that the company 'Palaces recalled the luxury and splendour of European aristocracy but also evoked the exclusionary, antidemocratic character of the Old World social order. By contrast, invoking 'the public' indicated respect for a citizenry whose symbolic ownership of the hotels paralleled the way it controlled its government.'
Early American hotels were supposed to reflect the democratic ideals of this modern society, where people were responsible for their own fate. In America, as opposed to London where differences between social classes were very distinct, everyone with sufficient income could come to a hotel and expect to be served. These differences between English and American hotel markets were still to be experienced in the years after the Second World War. worker' and the notion that 'the differences between the middle class and working class are disappearing, with well-paid manual workers merging into the middle class' (Browne 2011: 35) . People could enjoy various forms of entertainment which consequently contributed to the development of restaurants, bars and fashion shops nationwide.
Sandbrook (2006b) believes that what the young and affluent people wanted to see was a 'classless' society. It could be suggested that due to the rising disposable income, an increasing number of people working in 'white collar' jobs and their access to consumer goods and leisure activities previously available only to the middle class, the differences between classes became to blend (Browne 2011) . The working class could increasingly afford to behave like the middle class, while clerical workers, who were previously 'modern' (Gassert 2012) . Consumerism in the form communicated by the media and advertising turned out to be, therefore, a distant dream in the post-War Europe and its arrival on the continent were eagerly anticipated (Kroes 2007). Alexander et. al. (2004) , on the other hand, seem to treat American advertising as an 'assault' on a British customer. They claim that the images portrayed by the media were particularly alluring to people in Europe because it was still 'torn' after the Second World War (Alexander et al. 2004 ). This, together with the it to business customers and groups. More emphasis was placed on corporate advertising (published in major business magazines and newspapers) and highlighting features appealing to business travellers. The position of 'banquet specialist' was also introduced whose responsibility was to: 'improve the efficiency and enhance the image of hospitality accorded Initially, the image conveyed by Hilton did not appear to be accepted in the London hotel fact that hotel companies are not usually considered to be knowledge-based firms, as opposed to consultancy or insurance specialists, the key to their internationalisation is the transference of knowledge. This supports the assumptions of the resource-based view of the firm inasmuch that internationalisation depends on the ability to transfer resources without losing control over them (Dunning and Lundan 2008) . In the case of hotel MNCs such as Hilton Hotels, these resources are mainly knowledge-based.
Consequently, the transference of Hilton's corporate culture and its standardised hotelkeeping practices were the factors which were most foreign on the London hotel market in
1963. This supports Zhou and Guillen's (2016) categorization of foreignness which argues the main cost of market-seeking FDI is that associated with product adaptation. It was
Hilton's strategy to minimally adapt its product, assuming that the existing business model would be most appealing to Americans travelling abroad who knew the Hilton brand from back home as well as to foreigners wishing to benefit from the high standards of American hotel-keeping. Hilton made some local adaptations to décor and facilities such as the London Tavern and St. George's Bar, but these were minimal in respect to the overall standardised offering. International business theory asserts that such foreignness poses a challenge when entering new markets however this research suggests that under certain circumstances it can become an asset and this is observed in the case of the London Hilton.
Archival data suggests that Hilton approached internationalisation in mostly an ethnocentric way (Perlmutter 1969), despite claims that it wanted to adjust to local standards. It is necessary to stress that the term 'ethnocentric' refers to the fact that Hilton did not appear to intend to adapt to local hotel-keeping practices but, instead, transferred its practices from the home country in an almost unchanged format. This is consistent with Bartlett and Ghoshal's (2002) gives impression of having willingly highlighted these differences, which might be seen as an attempt to benefit from the positive country of origin effect.
It appears that the Hilton brand was well known in London even before the opening on Park Lane and its modern character was hugely anticipated. Hilton withstood the initial criticism and used publicity to spread the news about its brand. It educated its customers so that they began to appreciate the standardised service and hotel ambience. It provided services to business customers whose needs were neglected by grand hotels. All these features, which made Hilton foreign in the environment of 1960s London, constructed the image of Hilton as al. (2005) theory of 'optimal distinctiveness' which asserts that companies need to be different enough to compete against their rivals. An accurate level of distinctiveness does not prevent a company from becoming legitimate, but actually makes it interesting and noteworthy, which is particularly crucial in customer-facing firms. Despite the fact that the term 'optimal distinctiveness' was coined by Alvarez et al. (2005) in reference to the film industry, it seems to accurately describe the state achieved by the London Hilton in 1963.
Moreover, such foreignness is no longer treated as a cost, as asserted in previous research (Hymer 1976 , Zaheer 1995 , Zhou and Guillen 2016 but as an asset which can be used to a company's advantage.
The findings from this research imply that there is an additional linkage between the concepts of foreignness and the negotiation of legitimacy than previous literature reports. It was clear from the beginning of this study that the negotiation of legitimacy meant overcoming the liability of foreignness, but only in the course of the case analysis did it appear that foreignness could constitute a differentiating asset for the London Hilton. Such a notion was previously discussed by Joardar et al. (2014) who argued that foreignness can be an asset when it means overcoming entry barriers and negotiating legitimacy in other countries. This research, however, found that foreignness can also offer benefits of appeal and differentiation. Not only is this caused by legitimacy spillover of a well-known brand and positive country of origin effect, but even more so by the image of foreign practices which attract attention or even curiosity. This study revealed that the London Hilton was representative of a case of using foreignness as a differentiator. This is not to say that it was the company's strategic aim to do so, but it is clear that such a mechanism can be observed in the case of this subsidiary. Further research could explore whether such processes are also present in other companies.
Limitations and recommendations for further research
This research reveals certain limitations. Being a single case study, the research was restricted in terms of the access to data. Naturally, the majority of material was available from the company itself, specifically, in the Hilton Collection at the Hospitality Industry
Archives at University of Houston. It needs to therefore be considered that the company itself made the decision as to what data was available to researchers and the wider interested public. This challenge reflects Hansen's (2012: 701) argument that history is a very powerful tool, because 'an organisation's history can be reframed by remembering some things and forgetting others'. This is not to say that business history research is unreliable, but only to emphasise that business historians can hardly rely on any 'facts' and have to depend on the material available as well as on the selection and interpretation of this material. Hansen (2012) is sceptical of the idea of bias altogether because he does not agree with the assumption that objectivity is a legitimate concept. He argues that business history, especially when concerned with culture, is focused on the construction of meanings rather than on the truth. It is therefore not the aim to generalise from this case study and it is suggested that further research, including the evaluation of multiple cases, should be conducted before any generalisations are made. Similarly, it is not the aim of business history research to offer managerial recommendation because findings from historical research are not always directly transferable to modern companies.
This study extended Joardar's et al. (2014) research on foreignness potentially being an asset in the process of internationalisation. It suggested that foreignness can have a marketing value in that it serves as a differentiator from local companies. Further research should explore the extent of factors which contribute to the overall foreignness, evaluating those elements which play a negative role and become a liability as well as those acting beneficially to the entering company. This area lends itself to the hypothesis testing method using multiple case studies which will allow for wider generalisation. Interestingly, this is one of the few areas which business historians can particularly contribute to, the reason being that the impact of foreignness on the process of internationalisation and on the ability to negotiate legitimacy can only be judged from the perspective of time.
Research on internationalisation, foreignness and legitimacy naturally relates to the concepts of glocalisation, national identity, branding and country of origin effect. It was the aim of this study to focus specifically on the theory of foreignness resulting from marketing-seeking type of FDI and, consequently, other related subjects were merely indicated. Future research should address this by studying the role of country of origin effect and national identity in the process of negotiation of legitimacy.
Finally, this paper focused on the concept of national (American) image contributing to the feeling of foreignness. Dallabona (2015) , on the other hand, argues that the image of Italian fashion hotels, such as Hotel Missoni Edinburgh and Maison Moschino, contribute to the construction of ideas of Italian identity, which represents a reversed mechanism. Future research ought to study whether such a device was also present in 1960s Hilton, namely whether people made assumptions about America and its culture by experiencing standardised and modernised hospitality services in Hilton Hotels.
